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Nowadays, advertising industry in worldwide is experiencing fast and extraordinary 
changes. Commonly advertising are known to inform, persuade, and remind 
consumers but sometime prospect consumer’s about the existence of certain product 
or services in the certain market. Unfortunately, advertising has become as a target to 
criticism for decades. Advertising can be as advantages and not to forget the harm to 
the company who sponsor an advertising or citizens. Many disadvantages causes by 
advertising such as economic harms, cultural harms, moral and religious harms, and 
political harms if advertiser make mistake in the process to develop advertising. Thus, 
the aim of the study to examine the factors that influence advertising become unethical 
according consumer perspective. In this research Msc Management student in 
University Utara Malaysia are chooses to become as respondent. The total of 246 
questionnaires were distributed to Master Science Management students which are 
consisting of Malaysia and Internationals and it takes around two week to get back all 
the questionnaires that have been distributed. However, out of 246 questionnaires that 
have been distributed, only 155 questionnaires can be analyzed. The outcome of the 
study indicates that 75.9 percent of the Msc Management student’s selection factor 
choose unethical advertising can be explained by the variable which are lack of 
truthfulness and honesty, offensive and surrogate advertising. Furthermore out of the 
three independent variables, the variables, specifically offensive advertising and 
surrogate advertising are found significant to be factor that have relationship why 
advertising become unethical while, the lack of truthfulness variable is not significant 
to factor that have relationship why advertising become unethical. 
 



















Pada masa kini, industri pengiklanan di seluruh dunia sedang mengalami perubahan 
yang cepat dan luar biasa. Biasanya pengiklankan bertujuan untuk memberitahu, 
memujuk, dan mengingatkan pengguna mahupun bakal pengguna tentang kewujudan 
produk atau perkhidmatan tertentu dalam pasaran tertentu. Walaubagaimanapun, 
pengiklanan telah menjadi sebagai sasaran kritikan selama beberapa dekad. Iklan 
boleh menjadi kelebihan dan keburukan kepada syarikat yang menaja pengiklanan 
atau kepada rakyat amnya. Banyak kelemahan disebabkan oleh pengiklanan seperti 
kemudaratan ekonomi, kemudaratan budaya, kemudaratan moral dan agama, dan 
kemudaratan politik jika pengiklan membuat kesilapan dalam proses ketika 
membentukan pengiklanan. Oleh itu, tujuan kajian ini adalah untuk mengkaji faktor-
faktor yang mempengaruhi pengiklanan menjadi tidak beretika mengikut perspektif 
pengguna. Dalam kajian ini pelajar Msc Pengurusan di Universiti Utara Malaysia yang 
dipilih untuk dijadikan sebagai responden. Jumlah 246 soal selidik telah diedarkan 
kepada pelajar-pelajar Master Sains Pengurusan yang terdiri daripada pelajar Malaysia 
dan antarabangsa dan ia mengambil masa kira-kira dua minggu untuk mendapatkan 
balik semua soal selidik yang telah diedarkan. Walau bagaimanapun, daripada 246 soal 
selidik yang telah diedarkan, hanya 155 soal selidik boleh dianalisis. Hasil kajian 
menunjukkan bahawa 75.9 peratus daripada faktor pemilihan pelajar Msc 
Management, memilih pengiklanan yang tidak beretika dapat dijelaskan oleh 
pembolehubah yang tidak jujur dan benar,  dan menyakitkan pengiklanan tumpang. 
Tambahan pula daripada tiga pembolehubah bebas, pembolehubah bagi pengiklanan 
menyakitkan dan pengiklanan tumpang didapati signifikan yang menjadi factor dalam 
hubungan mengapa pengiklanan menjadi tidak beretika, pembolehubah tidak jujur dan 
benar adalah bukan faktor yang mempunyai hubungan mengapa pengiklanan menjadi 
tidak beretika. 
 
Kata Kunci: Iklan tidak beretika, iklan yang tidak benar dan jujur, iklan menyakitkan, 
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Chapter one is the starting paper of the research. This area will be discussed and 
explained about the introduction, the background of the problem, background of the 
study, research questions, research objective, a significance of the study and also about 
the scope of the study. In a simple understanding, this study is explaining about why 
this topic needs to examine, cause and effect, and how this topic will influence 
individual or citizen.  
 
1.1 Background of the Study 
 
Why individual or partners create a business, of course they want to gain profit. How 
their will gain profit, when a business offer certain value to fulfill customer needs, 
wants and demand through products or services to target market (consumers). 
Commonly the money business gain from their sales should cover a cost of operating 
a business. For a successful business, firm need to make sure their product or service 
is accepted by a consumer or potential consumer. To make sure firm product or service 
are accepted by consumer, firm can use advertising as the intermediary between firm 
and consumer.  
 
The contents of 







Amoako, G. K. (2012). Ethics in Advertising- Challenges in Ghana, Malaysia Journal 
Agricultural Economics. Vol. 1, No. 1, pp. 63-72. 
 
Austin, M. J., & Reed, M. L. (1999),"Targeting children online: Internet advertising 
ethics issues", Journal of Consumer Marketing. Vol. 16 Iss 6 pp. 590 – 602. 
 
Asia Media (2016). Advertising and Ooh Industry in Malaysia. Review from 
http://www.asiamedia.net.my/advertising-industry-in-malaysia.html 
 
Amouzadeh, M. (2002). Social realities in Persian advertising. Journal of Linguistic 
Association of Korea. Vol. 12, Iss. 1. Pp. 197-222. 
 
Arthur, D. & Quester, P. (2003). “The Ethicality of Using Fear for Social Advertising”, 
Australasian Marketing Journal. Vol. 11, Iss. 1, pp. 12-27. 
 
Choudhary, S. (2014) “Surrogate Advertising: Hard Products Promoted Softly”’, 
Global Academic Research Journal. Vol. 2, Iss. 5, pp. 1-4. 
 
Creyer, E. H., Ross, W. T. (1997),"The influence of firm behaviour on purchase 
intention: do consumers really care about business ethics?", Journal of 
Consumer Marketing. Vol. 14 Iss 6 pp. 421 – 432. 
 
Chan, K., Diehl, S., & Terlutter, R. (2007),"Consumers' response to offensive 
advertising: a cross cultural study", International Marketing Journal Review. 
Vol. 24 Iss 5 pp. 606 – 628. 
 
El-Adly, M. I. (2010). “The Impact of Advertising Attitudes on the Intensity of TV 
Ads Avoiding Behavior”. International Journal of Business and Social Science. 




Fam, K. S., Waller, D. S., Erdogan, B. Z. (2002). “ The influence of Religion on 
Attitudes towards the Advertising of Controversial Products”, Emerald Journal 
of Marketing. Vol. 38, No. 5/6, pp. 537-555. 
 
Ford, J. B. & LaTour, M. S. & Honeycutt, E. D. (1997)."An examination of the cross-
cultural female response to offensive sex role portrayals in advertising", 
International Marketing Review. Vol. 14 Iss 6 pp. 409 – 423. 
 
Feiz, D., Fakharyan, M., Jalivand, M. R., & Hashemi, M. (2013).  “Examining the 
Effect of TV advertising appeals on brand attitudes and advertising efforts in 
Iran", Journal of Islamic Marketing. Vol. 4, Iss 1, pp. 101 – 125. 
 
Glefjell, S. (1991)."Sex-Discrimination in Advertising: Extent, Regulation and 
Experiences", Association for Consumer Research. Vol. 1 Iss 1 pp. 263-276. 
 
Hattab, A, E-L (2008). “The Ethical Dilemma of Advertisements: The effect of Sex 
Appeal and Emotional Appeal on Adolescents”. Faculty of Management & 
Technology German University in Cairo. Vol.1, Iss. 1, pp.1-103. 
 
Ketelaar, P. E., Konig, R., Smit, E. G., & Thorbjernsen, H. (2015). In ads we trust. 
Religiousness as a predictor of advertising trustworthiness and avoidance", 
Journal of Consumer Marketing. Vol. 32, Iss 3, pp. 190 – 198. 
 
Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research 
activities, Educational and Psychological Measurement. Vol. 30, Iss. 1, pp. 607-
610. 
 
Kotler, P., & Keller, K. L. (2012). Marketing management. Upper Saddle River, N.J: 
Pearson Prentice Hall. 
 
Kuhn, P., & Shen, K. (2010). Gender Discrimination in Job Ads: Theory and Evidence, 




Limbu, Y. B., Wolf, M., & Lunsford, D. L. (2011)."Consumers' perceptions of online 
ethics and its effects on satisfaction and loyalty", Journal of Research in 
Interactive Marketing. Vol. 5, Iss 1, pp. 71 – 89. 
 
Nooh, M. N., Khairi, K. F., Abd Aziz, M. R., Abdullah, M., ABd Shukor, S., & 
Rashiddi, A. (2014). “The Criteria and Challenges of Unethical Advertising”, 
American Journal of Business, Economics and Management. Vol. 2, No. 4, 2014, 
pp. 88-93. 
 
Pirsch, J. A., Grau, S. L., & Polonsky, M. J. (2013). ““Lose 30 lbs in 30 days”", Journal 
of Social Marketing. Vol. 3 Iss 1 pp. 56 – 77. 
 
Reilly, P. F. (2013). “Advertising Ethics: A Client Perspective”, Master Thesis 
University of Missouri-Columbia. pp. 1-94. 
 
Run, E. C. D., Butt, M. B., Fam, K. S., & Jong, H. Y. (2010)."Attitudes towards 
offensive advertising: Malaysian Muslims' views", Journal of Islamic Marketing. 
Vol. 1 Iss 1 pp. 25 – 36. 
 
Srivastava, V., & Nandan, T. (2010). “A Study of Perceptions in Society regarding 
Unethical Practices in Advertising”, South Asian Journal of Management.  Vol. 
17, Iss. 1, pp. 59-69. 
 
Sanayei, A., Javadi, M. H. M., & Baluchianzade, R. (2012). “Determining the effect 
of ethics on Advertising Effectiveness with Mellat Bank customers”, 
Interdisciplinary Journal of Contemporary Research in Business. Vol. 3, Iss. 9, 
pp. 96-104. 
 
Siham, B. (2013). “ Marketing Mix-AN Area of Unethical Practices”, British Journal 
of Marketing Studies. Vol. 1, Iss 4, pp. 20-28. 
 
Singh, C. (2015). Evaluation of Surrogate Advertising and its Legal Measures with 
special reference of India, School of Management Science Varanasi. Vol. 11, Iss 
1, pp. 103-107. 
83 
 
Saeed, R., Lodhi, R. N., Komal,, Hashmi, A., Dustgeer, F., Sami, A., Mahmood, Z., & 
Ahmad, M. (2013). Impact of Deceptive Advertising on Consumer Psyche, 
World Applied Science Journal. Vol. 26, Iss 12, pp. 1662-1667. 
 
Sethuraman, R., Tellis, G. J., & Briesch, R. (2013). How Well Does Advertising Work? 
Generalizations from a Meta-Analysis of Brand Advertising Elasticity, USC 
Marshall Center for Global Innovation. Vol. 1, Iss. 1, pp. 1-45. 
 
Singal, R., & Kamra, G. (2012) Ethical Issues in Advertising, International Journal of 
Engineering, Science and Metalhary. Vol. 2, No. 3, pp. 689-694. 
 
Ullah, N., & Hussain, M. (2015). Impact of Unethical Advertising, Misleading 
Information or Deceptive Advertising on Consumer Purchasing Intention with 
mediating effect of WOM: Case of Pakistan, International Journal of Innovation 
and Economic Development. Vol 1 Iss 4 pp. 49-69. 
 
Waller, D. S. (1999)."Attitudes towards offensive advertising: an Australian study", 
Journal of Consumer Marketing. Vol. 16 Iss 3 pp. 288 – 295. 
 
Waller, D. S., Fam, K. S., & Erdogan, B. Z. (2005),"Advertising of controversial 
products:a cross-cultural study", Journal of Consumer Marketing. Vol. 22 Iss 1 
pp. 6 – 13. 
 
Wunsch, D. (1986). Survey research: Determining sample size and representative 
response. Business Education Forum, 40(5), 31-34. 
 
Singh, R., Vij, S. (2007). “Socio-Economic and Ethical Implications of Advertising: 
A Perceptual Study’, International Marketing Conference. Pp. 45-59. 
 
Sturgeon, T. J., Memedovic, O., Biesebroeck, J. V., & Gereffi, G. (2009). 
Globalisation of the automotive industry: main features and trends, International 





Yuan, Y., Caulkins, J. P., & Roehrig, S. (1998). "The relationship between advertising 
and content provision on the Internet", European Journal of Marketing. Vol. 32 
Iss: 7/8, pp.677 – 687. 
 
  
